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The Differential Effect of Cognitive and Emotional Elements of Experience Quality on the 
Customer-Service Provider's Relationship 
Abstract  
Purpose: the aim of this paper is twofold: first, to examine the differential effect of two 
cognitive (i.e. product experience, outcome focused) and two emotional experiences (i.e. surprise 
and immersion) on customers’ cognitive outcomes (i.e. satisfaction, trust and value), and 
customers’ emotional outcomes (i.e. passion, connection and affection); and second, to test the 
differential effect of customers’ cognitive and emotional outcomes on switching resistance 
loyalty (SRL). Design/methodology/approach: survey data were collected from 843 
respondents using an online panel in the UK. Structural equation modelling was employed to 
analyse the data (AMOS 18.0). Findings: first, cognitive experiences had a more significant 
effect on customers’ cognitive outcomes compared to their effect on customers’ emotional 
outcomes. Second, emotional experiences had a more significant effect on customers’ emotional 
outcomes compared to their effect on customers’ cognitive outcomes. Third, the impact of 
customers’ emotional outcomes on SRL was not significantly higher compared to that of 
customers’ cognitive outcomes. Fourth, the indirect effect of cognitive experiences on SRL was 
significantly higher, compared to that of emotional experiences. 
Originality/value: the key contribution of this research stems from examining the differential 
effect of cognitive and emotional experiences on different consumers’ cognitive and emotional 
outcomes, thus providing deeper insights into the nature of the relationship between such 
variables.  
Keywords: services experiences, social exchange variables, emotional brand attachment, 
switching resistance loyalty. 
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1. Introduction 
Until the mid-nineties, service marketing was mainly understood from a cognitive approach 
(Pine and Gilmore, 1998). As such, the utilitarian quality of the service was used to predict 
different customers’ outcomes (Zeithaml, 1988; Oliver, 1980). However, since Pine and Gilmore 
(1998) introduced the concept of experience economy, the focus has shifted towards experiential 
consumption, which emphasises the affective and cognitive aspects of the service and the 
creation of holistic and memorable experiences (Lee et al., 2017; Maklan and Klaus, 2011). 
Accordingly, by drawing on the work of Pine and Gilmore (1998) and Schmitt (1999), a number 
of researchers have recently started to investigate different aspects of the concept of customer 
experience quality (CEQ) in the retail context (Lucia-Palacios et al., 2016).  
 
The work of these researchers can be categorized into three major streams. The first stream 
examined the effect of experience dimensions on different consumers’ outcomes. These 
outcomes were: customer emotion (Ali et al., 2016a; Loureiro, and Roschk, 2014; Hosany and 
Witham, 2009); customer satisfaction (Ali et al., 2016b; Fernandes and Cruz, 2016; Grzeskowiak 
et al., 2016; Ren et al., 2016; Jin et al., 2015; Lin and Bennett, 2014; Choi et al., 2013; Hosany 
and Witham, 2009; Kao et al., 2008); cognitive values and emotional values (Lee et al., 2017; 
Walls, 2013); memory (Hosany and Witham, 2009); advocacy (Fernandes and Cruz, 2016); 
perceived value (Chen, 2015; Jin et al., 2015; Yu and Fang, 2009); brand image (Jin et al., 2015; 
Yang et al., 2015); intention to recommend (Cetin and Dincer, 2014; Hosany and Witham, 
2009); consumer spend (Srivastava and Kaul, 2016); brand quality, brand awareness (Yang et al., 
2015); customer delight (Ali et al., 2016b); brand loyalty (Fernandes and Cruz, 2016; Manthiou 
et al., 2016; Srivastava and Kaul, 2016; Jin, 2015; Cetin and Dincer, 2014; Choi et al., 2013; 
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Kim and Choi, 2013; Ismail, 2011; Su, 2011; Kao et al., 2008); brand knowledge (Manthiou et 
al., 2016); customer perception regarding waiting time (Liang, 2016); customer citizenship 
behaviour (Kim and Choi, 2016); and perceived service quality (Yoon and Lee, 2017; Hosany 
and Witham, 2009).  
 
The second camp of researchers aimed to develop scales that measure the key dimensions of 
CEQ (Ren et al., 2016; Bagdare and Jain, 2013; Klaus and Maklan, 2013; Kim et al., 2012; Oh et 
al., 2007); while the last group adopted a qualitative approach (i.e. analysing different streams of 
literature and/or conducting interviews) in order to enrich the theoretical foundations of the 
concept of CEQ (Cetin and Walls, 2016; Jiang et al., 2016; Lemon and Verhoef, 2016; Lucia-
Palacios et al., 2016; Stein and Ramaseshan, 2016; Resnick et al., 2014; Klaus and Maklan, 
2011; Walls et al., 2011).  
 
However, the first stream of literature, which focuses on examining the effect of CEQ on 
customers’ responses, demands attention for a number of reasons. First, a number of studies 
examined the direct effect of CEQ on customer loyalty without taking into account the effect of 
other variables, which may mediate such a relationship (Fernandes and Cruz, 2016; Kim and 
Choi, 2016; Srivastava and Kaul, 2016; Jin et al., 2015; Kim and Choi, 2013; Ismail, 2011; Su, 
2011). Second, some studies focused on assessing the effect of ECQ on cognitive customers’ 
responses and excluded other salient responses such as emotions (Manthiou et al., 2016; Chen, 
2015; Jin et al., 2015; Lin and Bennett, 2014; Choi et al., 2013). Third, some researchers focused 
exclusively on emotional customers’ responses and ignored cognitive ones (e.g. Loureiro and 
Roschk, 2014). Fourth, although some researchers investigated the effect of CEQ on both 
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customers’ cognitive and emotional outcomes (Lee et al., 2017; Ali et al., 2016a, b; Walls, 2013; 
Hosany and Witham, 2009), the focus was primarily on outcomes associated with the 
consumption of the service within the service delivery context, rather than on those developed 
toward the service brand. Regarding this in particular, the majority of previous studies examined, 
for example, how CEQ influenced customer emotions (positive/negative) during service 
consumption, rather than examining whether CEQ affected specific, deeper and different forms 
of emotions that customers develop toward the service brand. Similarly, prior research examined 
the extent to which CEQ influenced customer satisfaction associated with the consumption of the 
service, rather than examining whether CEQ affected customer satisfaction with the service 
brand. 
 
Fifth, prior research indicated that CEQ includes cognitive experiences such as outcome focus, 
learning, physical experiences, think/intellectual experience, security, involvement, efficiency 
and product experience (Ren et al., 2016; Stein and Ramaseshan, 2016; Che, 2015; Klaus and 
Maklan, 2013, 2011; Chang and Horng, 2011; Hemmington, 2007); and emotional experiences 
such as fun, escapism, participation, immersion and surprise (Jin et al., 2015; Chang and Horng, 
2010; Kao et al., 2008). Despite the uniqueness and the clear distinctiveness of each of the above 
experiences (i.e. cognitive vs. emotional experiences), previous researchers did not examine the 
differential effect of cognitive and emotional experiences on customers’ cognitive and emotional 
outcomes in order to verify whether cognitive experiences have a more significant effect on 
customers’ cognitive outcomes compared to emotional ones, and whether emotional experiences 
have a significantly higher impact on customers’ emotional outcomes compared to cognitive 
ones. Additionally, previous studies did not investigate the combined and the differential effect 
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of cognitive and emotional outcomes generated from experiential consumption on brand loyalty 
in order to further verify the nature of such relationships. 
 
Accordingly, the primary purpose of this paper is to examine the differential effect of cognitive 
and emotional experiences on consumers’ cognitive and emotional outcomes. A secondary 
purpose is to examine the differential effect of consumers’ cognitive and emotional outcomes on 
brand loyalty. As the marketing paradigm has shifted towards crafting compelling customer 
experiences (Maklan and Klaus, 2011), investigating such issues would further deepen our 
understanding of the topic and provide new insights into the nature of the relationships between 
such variables. Additionally, verifying the above issues is a response to the several calls that 
have been made recently to conduct further research on the concept due to its complexity and 
heterogeneity (Lemon and Verhoef, 2016; Walls, 2013; Palmer, 2010).  
 
Thus, to achieve the key objectives of the current study, we draw on the work of Klaus and 
Maklan (2013), Lim, Kim and Park (2007), Kao et al. (2008) and Jin et al. (2015) in order to 
examine the differential effect of two cognitive (i.e. outcome focus and product experience), and 
two emotional elements (i.e. surprise and immersion) on customers’ cognitive and emotional 
outcomes. With regard to customers’ cognitive outcomes, the current study uses brand trust, 
satisfaction and perceived value, which are referred to as social exchange variables (SEVs) (He, 
Li and Harris, 2012). These constructs are mainly cognitive in their representation since each of 
them requires a cognitive evaluation and reflects thoughts about the quality of experiences 
(Chen-Yu et al., 2016; Nyffenegger et al., 2015; Phillips and Baumgartne, 2002; Teas and 
Agarwal, 2000; Andreassen and Lindestad, 1998; Dabholkar, 1995; Monroe and Chapman, 
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1987). Concerning customers’ emotional outcomes, the current study draws on the work of 
Thomson et al. (2005), who proposed three deep and specific forms of emotions, namely; brand 
passion, affection and connection. These emotions are usually referred to as emotional brand 
attachment (EBA). Finally, the current study relies on the work of Nyffenegger et al. (2015) and 
Tsai (2014) in order to examine the differential effect of customers’ cognitive and emotional 
outcomes on switching resistance loyalty (SRL). This form of loyalty is found to be a more 
important determinant than attitudinal and behavioural loyalty in preventing customer defection 
in order to optimise customer retention management (Tsai, 2014).  
 
The paper is structured as follows: the second section provides a theoretical background on the 
key constructs of the current study, while the third section proposes the framework of the current 
study and develops the research hypotheses. This will be followed by an analysis and test of the 
research hypotheses. The last section provides a discussion and conclusion of the findings. 
Managerial implications and direction for future research are also provided. 
 
2. Literature Review: Background on the Study's Constructs 
2.1. Social Exchange Variable: Satisfaction, Trust and Perceived Value 
Originating from social exchange theory (Homans, 1958; Emerson, 1976), three central and 
prominent constructs namely trust, satisfaction and perceived value have been endorsed in the 
service marketing literature as paths to shape and develop brand loyalty. These indicators, which 
are referred to as social exchange variables -SEVs- (He, Li and Harris, 2012), have been
 
largely researched in relation to service quality (SQ) when predicting brand loyalty. This resulted  
in  establishing  three  fundamental  relationships:  quality-satisfaction-loyalty  (Oliver,  1997); 
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quality-value-loyalty (Parasuraman and  Grewal, 2000); and  quality-trust-loyalty (Harris and  
Goode, 2004). However, these three variables, which are defined below, are only recently started
 
to be examined in relation to CEQ. 
Satisfaction, which is at its core a cognitive process (Phillips and Baumgartne, 2002), results 
from post-buying evaluation related to a prior expectation (Oliver, 1999). In a branding context, 
satisfaction refers to consumers’ cumulative assessment of the brand’s performance against 
expectations (Aaker, Fournier and Brasel, 2004), and represents a consistent satisfaction with the 
decision to use the focal service brand (Nyffenegger et al., 2015). Although Bhattacherjee (2001) 
and Hunt (1977) stated that satisfaction is not an emotion but an evaluation of emotion, the 
authors of the current study acknowledge that there is another form of satisfaction called 
affective satisfaction. However, in order to avoid any potential overlap with EBA variables, this 
form of satisfaction was excluded from the study. Trust is a "knowledge-driven" perception 
(Johnson and Grayson, 2005, p501) about brand reliability (Holmes and Rempel, 1989); and the 
ability of the brand to fulfil any obligations (Folse, Burton and Netemeyer, 2013), and to 
function as promised (Chaudhuri and Holbrook, 2001). It is a customer’s certainty of expected 
positive consequences when purchasing a particular service brand (Chen-Yu et al., 2016). The 
authors acknowledge there is another form of trust called affective trust. However, in order to 
avoid any potential overlap with EBA variables, this form of trust was excluded. Perceived 
value refers to the consumer’s overall evaluation of the utility of a service based on perceptions 
of what is given and what is obtained (Zeithaml, 1988, p14). The key difference between 
perceived value and satisfaction is that the latter occurs only after receiving the service, whereas 
the former is immediately considered by consumers (Huang and Tai, 2003, p41), and occurs 
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continuously throughout different moments, including those before the buying process (Sweeney 
and Soutar, 2001).  
 
 
 
2.2. Emotional Brand Attachment Variables 
A number of researchers explain that commercial relationships behave in a way that is similar to 
personal relationships, indicating that consumers can develop strong affective ties in commercial 
relationships (Bidmon, 2017; Vlachos et al., 2010). They further explain that attachments: form 
with a specific material object, involve psychologically appropriated possession, are self-
extensions, require a personal history between the consumer and the possession, are emotionally 
complex, and develop over time (Kim et al., 2016). In a branding context, attachment is a 
relationship-based construct that represents the emotional bond connecting a consumer with a 
brand (Park and MacInnis, 2006). It refers to "an emotion-laden target-specific bond between a 
person and a specific object” (Thomson et al., 2005, p77). Despite the different 
conceptualizations of EBA (e.g. Park et al., 2010; Jiḿenez and Voss, 2014), the one proposed by 
Thomson et al. (2005) was adopted in the current study. This is because it is more 
comprehensive and has been validated by a number of studies (Swaminathan et al. 2009; 
Grisaffe and Nguyen 2011; Malar et al. 2011; Schmalz and Orth; 2012; Dunn and Hoegg 2014). 
 
The definitions of the three components of EBA as proposed by Thomson et al. (2005) are as 
follows: brand passion refers to the zeal and enthusiasm features of a customer–brand 
relationship and “it captures consumers’ dithyrambic, and sometimes, blind affect for the brand” 
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(Keh et al., 2007, p84). It is primarily derived from the motivational involvement between the 
customer and the focal brand, and gives rise to different forms of arousal (Sternberg, 1986). 
Brand passion also reflects strong desires to use the brand, to invest resources into it, and to 
interact frequently with it (Batra et al., 2012). Connection concerns a consumer’s feeling of 
being linked, bonded and attached to the brand (Thomson et al., 2005). It is the feelings of 
closeness or connectedness with the focal brand and it is mainly derived from emotion 
(Sternberg, 1986). Connection is a result of incorporating a brand into a consumer's self-concept 
(Escalas and Bettman 2003). When consumers connect highly with particular brands, they see 
aspects of themselves mirrored in those brands, and will form higher levels of brand attachment 
(Park et al. 2010). Brand affection is viewed as “a brand’s potential to elicit a positive 
emotional response in the average consumer as a result of its use” (Chaudhuri and Holbrook, 
2001, p82); and it is more spontaneous, more immediate and less deliberately reasoned in nature 
(Chaudburi and Holbrook, 2001). In other words, it is a consumer’s overall favourable 
assessment of the brand (Bhat and Reddy, 2001), and covers the lower-arousal emotions 
(Thomson et al., 2005). 
 
2.3.Customer Experience Quality 
 
In a service setting, an experience occurs when a service provider “intentionally uses services as 
the stage, and goods as props, to engage individual customers in a way that creates a memorable 
event” (Pine and Gilmore, 1998, p98). Thus, CEQ is as a psychological construct that is 
inherently personal (Rose, Clark, Samouel and Hair, 2012; Palmer, 2010). It could be defined as 
the customer’s cognitive and emotional evaluation of all direct and indirect encounters with the 
service provider relating to his/her purchasing behaviour (Klaus and Maklan, 2013). CEQ takes 
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place pre- and post-service delivery and is evaluated against service encounters across all 
channels (Klaus and Maklan, 2013). It is concerned with customers’ overall evaluation of value 
rather than in relation to expectations (Klaus and Maklan, 2011). Additionally, CEQ does not 
only focus on the functional aspects of the SQ (the ‘how’), but also emphasises the technical (the 
'what') and emotional elements (behaviour, values) in the service encounter (Klaus and Maklan, 
2007: Klaus and Maklan, 2012; Klaus and Maklan, 2013). Further, CEQ focuses on perceptual 
attributes, i.e. overall value based on a consumer's perception (Maklan and Klaus, 2011; 
Parasuraman et al., 2005). In particular, Parasuraman et al. (2005) point out that concrete cues 
associated with the service are subject to change due to technology changes, while the more 
abstract perceptual attributes initiated by those cues do not themselves change; and such 
attributes are more experiential than technical, and more readily assessable by all customers.  
 
However, it should be noted that it is beyond the scope of this paper to conceptualise the concept 
of CEQ because the authors are only interested in investigating the differential effect of the 
cognitive and emotional elements of CEQ on customers’ cognitive and emotional outcomes. 
Accordingly, two cognitive experiences, namely outcome focus and product experience (Klaus 
and Maklan, 2011; Lim, Kim and Park, 2007), and two emotional experiences called immersion 
and surprise (Jin et al., 2015; Chang and Horng, 2010; Kao et al., 2008) are chosen for this study.  
 
These experiences are defined as follows: outcome focus is associated with the service provider’s 
competence in reducing customers’ transaction costs when offering a particular service; and the 
influence of past experiences on choosing the same service providers (Deshwal, 2016; Klaus and 
Maklan, 2012). Product experience refers to the extent to which a service provider represents 
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one-stop shopping through offering different alternatives that allow customers to choose from 
and to compare between them (Deshwal, 2016; Klaus and Maklan, 2013). Immersions refers to 
accessing a holistic experience that “involves the entire living being” (Schmitt, 1999, p60). It is 
the involvement of consumers in the enjoyment of consumption when they spend their time and 
money obtaining service (Kao et al., 2008). Surprise concerns the freshness, uniqueness and 
distinctiveness of an experience because consumers encounter unique stimuli from unexpected 
situations during consumption of services (Jin et al., 2015; Holbrook and Hirschman, 1982). 
 
2.4.Switching Resistance Loyalty 
Switching resistance refers generally to a person’s tendency to avoid making changes and being 
disinclined to change across various contexts and types of change (Oreg, 2003). In a buyer-seller 
relationship, it means a customer’s tendency to avoid switching from a current seller to another 
seller for transactions (Kim and Gupta, 2012), whereas, in a branding context, it implies 
persistent stickiness to the incumbent brand as the sole choice in the presence of other attractive 
alternatives (Tsai, 2014, p565).  
 
3. Model Suggested and Hypotheses Development 
This research uses product experience and outcome focus as two cognitive experiences; and 
immersion and fun as two emotional experiences. Based on analysis and interpretation of the 
literature (Derbaix and Gombault, 2016; Yangui and El-Aoud, 2015; Weiler and Walker, 2014; 
Lang and Hunt, 2014; Dass et al., 2013; Fernandes and Proenca 2013; Grisaffe and Nguyen, 
2011; Maklan and Klaus, 2011; Lovelock et al. 2009; Hart and Rafiq, 2006; Lee et al., 2001), it 
is expected that the cognitive experiences will have a more significant effect on SEVs (i.e. trust, 
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satisfaction and perceived value) compared to EBA variables (i.e. passion, connection and 
affection), whereas the emotional experiences will have a more significant effect on EBA 
variables compared to SEVs. Additionally, it is expected that EBA variables will have a more 
significant effect on SRL compared to that of SEVs. It is also expected that cognitive and 
emotional experiences will have an indirect effect on SRL via SEVs and EBA. The potential 
effects of cognitive and emotional experiences are discussed below (see Figure 1). 
 
3.1. Cognitive ExperiencesSEVs 
Product experience. A retailer assortment profile entailing width, depth, coherence, availability 
and quality plays a significant role in influencing consumer decisions and choice processes (Dass 
et al., 2013; Hart and Rafiq, 2006), and creating a dynamic purchase environment, which in turn 
affects customer perceptions of assortment quality (Yangui and El-Aoud, 2015). Although the 
total number of items is important to customer perceptions of variety, it is which of and how 
those items are offered to customers that matter the most (Lang and Hunt, 2014). Prior research 
further indicates that customers’ perceptions of having choices and the ability to compare offers 
from the same service provider have a number of benefits to customers. These include: 
increasing the perceived likelihood of finding the ideal product (Schwartz, 2004); reducing 
shopping cost (Hamilton and Richards, 2009); providing a consumer with flexibility and 
knowledge to figure out what s/he needs, particularly when s/he has uncertain preferences 
(Boatwright and Nunes, 2001); offering “process-related benefits including stimulation, freedom 
of choice, and information about category attributes” (Broniarczyk, 2008, p760); and offering a 
consumer the opportunity to select different products and combinations at different times based 
on his/her changing needs and preferences (Sloot and Verhoef, 2008).  
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Outcome focus. Customers often incur significant financial costs when searching for, buying, and 
obtaining the service, above and beyond the price paid to the service provider (Lee et al., 2001). 
Lovelock et al. (2009, p142) indicate there are non-monetary costs associated with obtaining the 
service such as: time costs, which are inherent in service delivery; physical costs, which include 
going to the service factory and waiting to receive the service; and psychological costs, which 
are related to mental effort, perceived risk, cognitive dissonance, or fear attached to obtaining a 
particular service. In this sense, outcome focus suggests that a service provider makes the process 
of delivering the service much easier through eliminating unnecessary process, and thus, 
reducing the above costs (Maklan and Klaus, 2011).  
 
Based on the above discussion, it appears that the benefits associated with product experience 
and outcome focus are less emotional in nature, since they emphasise the functional (e.g. 
informing consumer decisions and choice processes, making a good purchase in relation to costs 
and quality, evaluating the utilitarian benefits obtained from the delivery of the core service), 
rather than the emotional aspects of the customer experience. In this vein, Fernandes and Proença 
(2013) point out that when the formation of an attitude is mainly based on cognition, a customer-
service provider’s relationship will be highly goal-oriented. For customers who are goal-directed, 
extrinsic values (e.g. smooth service processes, offering a range of alternatives) would be more 
relevant to judge their relationship with the service brand (Kim et al., 2012). In this case, 
customers tend to judge their relationships with the service brand on the basis of cost-benefit 
analyses (i.e. making a good purchase in relation to costs and quality) and the benefits obtained 
from the delivery of the core service, rather than on the basis of their engagement in a deep, 
enduring, and passionate emotional connection with the service brand (Kim et al., 2012; 
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Morrison and Crane, 2007). In other words, this type of customer tends to make a more 
conscious assessment (i.e. satisfaction, trust and perceived value), rather than an emotional 
assessment (i.e. passion/connection and affection), when judging their relationship with the 
service brand. Additionally, these customers, who are more analytic and satisfied, but less 
emotional, may have loose ties with the service brand and may not invest in the relationship 
beyond prescribed roles (Mathwick et al., 2002; Barnes, 1997). Following the logic of the above 
argument, it is reasonable to hypothesise the following: 
H1: Cognitive experience which manifested itself via product experience and outcome focus will 
have a more significant effect on SEVs than on EBA.  
 
3.2. Emotional ExperiencesEBA Variables 
Immersion. Customers are active co-producers and co-constructors of their own experiences with 
an aim to access authentic experiences (Hansen and Mossberg, 2016). This could be done 
through the use of tangible aspects of experiences as catalysts for their imagination (Derbaix and 
Gombault, 2016). During this imaginative process, customers perform an activity being fully 
immersed in a feeling of energised focus, heavy involvement, and enjoyment in the process of 
the activity. This imaginative process produces fantasy, which contributes to the experience 
feeling authentic. The ultimate outcome of this imaginative and emotional process is the creation 
of a feeling of rapture and spontaneous joy while focusing on the activity (Derbaix and 
Gombault, 2016; Weiler and Walker, 2014). This in turn helps customers to cement something 
that will be memorable for them (Pine and Gilmore, 1998). Thus, the emotions generated from 
such an experience are expected to create “a true relationship” (as opposed to a merely functional 
or transactional one) between customers and the service brand (Barnes, 1994, p8). As Fernandes 
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and Proença (2013) and Hartman et al. (2009) point out, compared to cognitive-based 
motivations, emotional-based motivations predict and better explain higher forms of dedication 
to the service brand (e.g. passion, connection, affection) and higher order intentions. 
 
Surprise. This kind of experience arises from a large (positive) discrepancy between service 
performance and customer expectations (Dey et al., 2017). The emotion of surprise itself is 
neutral, but it is usually followed by another emotion that colours it either positively (e.g. 
surprise + happiness) or negatively (e.g. surprise + irritation) (Vanhamme, 2000). Due to its 
intrinsic arousal, surprise is considered as an amplifier of subsequent affects. Surprise 
experiences may take several forms such as: the provision of experiences that transcend normal 
standards of quality services (Lynch, 1993); providing an added set of unexpected benefits along 
with the basic product/service (Torres and Kline, 2006); and having an experience that is devoid 
of anticipated problems (Hartman et al., 2009). Surprising experiences are more memorable than 
satisfactory (Magnini et al., 2011), and drive higher levels of positive impact, arousal (Loureiro, 
2010) and customer delight (Loureiro and Kastenholz, 2011; Bowden and Dagger, 2011).  
 
Based on the above discussion, it can be assumed that the benefits associated with immersion and 
surprise are less cognitive in nature, since they emphasise the emotional rather than the 
functional aspects of the customer experience. In this case, when an attitude is mainly formed on 
the basis of emotions, a customer-service provider’s relationship will be intensified, deeply 
experiential and largely driven by emotions (Fernandes and Proença, 2013; Thompson et al., 
2006). For these customers, who are more intuitive and less analytic, intrinsic values (e.g. service 
experience offers some sparkling moments, or helps a customer to escape from reality or daily 
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stress) would be the basis for judging their relationships with the service brand (Kim et al., 
2012). As such a relationship generates deep emotions that cannot be easily generated from 
another service brand. This will make customers view the relationship as “extremely beneficial” 
(Hennig-Thurau et al., 2000, p371). This in turn would lead customers to build a dedicated-based 
relationship, which requires deep, frequent and intense emotions (Hennig-Thurau et al., 2000; 
Bendapudi and Berry, 1997). Thus, it could be argued that such emotions would lead to higher 
levels of attachment towards the service brand, which go beyond customer satisfaction, trust and 
perceived value. Based on that, the following hypothesis is proposed:  
H2: Emotional experience which manifested itself via immersion and surprise will have a more 
significant effect on EBA than on SEVs. 
 
3.3. SEVs & EBA Variables  SRL  
EBA offers a special promise as an affective basis of "committed exclusive repurchase, often 
against all odds, at all costs, despite situational incentives to switch loyal brand repurchasing" 
(Grisaffe and Nguyen, 2011, p1057). Emotional-based brand loyalty involves the engagement of 
consumers in a deep, enduring, and passionate emotional connection with the brand, which goes 
beyond the benefits obtained from the delivery of the core service (Morrison and Crane, 2007). 
Brands that offer happiness, joyfulness and affection lead to greater purchase and attitudinal 
loyalty (Batra et al., 2012). Higher levels of brand loyalty are achieved under conditions of more 
positive emotional mood or delight (Bianchi et al., 2014). Thus, it is concluded that affective 
variables contribute the most to the development of dedicated and deep customer relationships 
(Tsai, 2014).  
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Additionally, the findings of previous research provide some insights into the nature of the 
relationship between customers’ cognitive and emotional responses on the one hand, and loyalty 
outcomes on the other. For example, although Ali et al. (2016b) did not examine the differential 
effect of customer delight and customer satisfaction on customer loyalty, the path coefficient 
between customer delight and customer loyalty was relatively higher (β= 0.475) compared to 
that between customer satisfaction and customer loyalty (0.199). Similarly, Sung et al. (2010) 
reported a substantially higher path coefficient between brand affect and loyalty (0.84) compared 
to that between brand trust and loyalty (0.10). Additionally, Hallberg (2003, p232) pointed out 
that consumers who were highly attached to a brand would buy twice as much, and often three to 
four times more, compared to consumers who were slightly less attached to the brand. In the 
customer-firm relationship, Fleming, Coffman and Harter (2005) also concluded that customers 
who were passionate about firms had significantly lower attrition rates and higher levels of 
expenditure than those who were not. Based on that, it is reasonable to hypothesise the 
following:  
H3: Compared to SEVs, EBA will have a more significant effect on switching resistance loyalty. 
 
3.4. Mediation Effect of SEVs and EBA 
The direct effect of cognitive and emotional experiences on loyalty outcomes and the mediating 
role of customers’ cognitive and emotional responses on such relationships are well established 
in the literature (see introduction section). However, the thing that is unclear is that when 
examining the mediation effect of both SEVs and EBA, would that effect be significantly higher 
in a cognitive experiences-SRL relationship compared to a cognitive experiences-SRL 
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relationship, or would it be significantly higher in an emotional experiences-SRL relationship 
compared to a cognitive experiences-SRL relationship?  
 
Based on the argument that was developed in the previous sections, it could be argued that 
emotional variables, in general, tend to have higher power in predicting higher forms of 
dedication to the service brand and higher order intentions, compared to cognitive variables (see 
for example, Fernandes and Proença, 2013). In this case, it is reasonable to assume that although 
SEVs and EBA may potentially mediate the relationship between emotional experiences and 
SRL, that effect might be lower compared to that between cognitive experiences and SRL. In 
other words, given the relatively higher power of emotional variables, compared to cognitive 
variables, in predicting higher order intentions, the effect of emotional experiences on SRL may 
remain significant despite the mediation effect of SEVs and EBA. On the other hand, as 
cognitive variables do not have the same predictive power, the inclusion of SEVs and EBA may 
absorb the majority of the direct effect of cognitive experiences on SRL, thus making the direct 
effect of cognitive experiences on SRL insignificant. In this case, the mediation effect of SEVs 
and EBA on the relationship between cognitive experiences and SRL would be significantly 
higher compared to that between emotional experiences and SRL. Therefore, it is reasonable to 
hypothesise the following: 
H4: The mediation effect of SEVs and EBA will be significantly higher on the relationship 
between cognitive experiences and SRL compared to that between emotional experiences and 
SRL. 
 
4. Methodology 
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The study adopted a quantitative method to examine the proposed model (see Figure 1). Among 
the various quantitative data collection techniques, a cross-sectional survey was used to measure 
clients’ perceptions of the quality of experiences provided by their preferred service brands and 
the level of trust, satisfaction, emotional attachment and loyalty that clients have towards their 
favourite service brand. This design is in line with prior research on EQ (Klaus and Maklan, 
2013; Maklan and Klaus, 2011; Chang and Horng, 2010), EBA (Swimberghe et al., 2014; Malär 
et al., 2011), SEVs (He, Li and Harris, 2012; Sweeney and Soutar, 2001) and switching 
resistance loyalty (Tsai, 2014; Kim and Gupta, 2012).  
4.1.Data Collection 
The survey data were collected using an online panel based in the UK. The panel was accessed 
via a specialist market research company (CINT UK).  The data were collected from four 
different service sectors: hotels, restaurants, banks and supermarkets. The survey started with a 
filter question (if respondents answered 'No', they moved directly to the exit page). Originally, 
843 questionnaires were collected and 237 were excluded due to their partial completeness or 
early exit, resulting in 606 usable questionnaires for the final analysis. At the sector level, the 
606 usable questionnaires were as follows: (162) hotels, (151) restaurants, (140) banks and (153) 
supermarkets. The characteristics of the surveyed sample are reported in table 1. 
 
4.2. Item generation and purification of scale items 
Previously validated scales, which are demonstrated to have high Cronbach’s alpha values, were 
used to measure the study’s constructs. Accordingly, the emotional elements of EQ were 
measured using items adapted from Kao et al. (2008) and Jin et al. (2015): immersion (4 items) 
and surprise (4 items). The cognitive aspects of EQ were measured with outcome focus (4 items 
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adapted from Maklan and Klaus (2011)) and product experience (3 items adapted from Maklan 
and Klaus, 2011; Srinivasan et al., 2002). With regard to social exchange variables, they were 
measured as follows: trust (4 items adapted from Holmes and Rempel, 1989; Chaudhuri and 
Holbrook, 2001); satisfaction (3 items adapted from Aaker, Fournier and Brasel, 2004); and 
perceived value (4 items adapted from Dodds, Monroe and Grewal, 1991). EBA was measured 
with passion (3 items), affection (4 items) and connection (3 items). All items were borrowed 
from Thomson et al.’s (2005) scale of EBA. Finally, a three-item scale of switching resistance 
loyalty was adapted from Tsai (2014). All the scales were assessed based on five-point Likert 
scales running from strongly disagree up to strongly agree (see Table 2). 
 
4.3. Measurement Validation 
A factorial analysis was first performed to ensure a clear 11-factor model. Surprisingly, the 
initial results did not provide support for this design since 'brand passion' and 'brand connection' 
loaded significantly on the same factor. Accordingly, the three components of EBA became two 
components and are labelled as follows: passion/connection and affection. Confirmatory factor 
analysis was conducted using AMOS (18.0). The results showed that Cronbach alpha (α) 
indicator reliability and average variance extracted (AVE) for all scales were above the 
recommended thresholds. Such findings indicate sufficient reliability and convergent validity of 
the proposed variables (see Table 2). However, discriminant validity was evaluated based on the 
criterion of Fornell and Larcker (1981). Table 3 shows that the AVE exceeds the squared 
correlations between all pairs of the proposed constructs. Following the recommendations of 
Jiang and Shan (2016) and Spralls, Hunt and Wilcox (2011), we examined potential common 
method variance using Harman’s one-factor test (1967). If common method variance exists, a 
single factor accounting for a majority (>50%) of the covariance between the variables would 
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emerge. The results of un-rotated confirmative factor analysis revealed that one factor explains 
37% of the variance, suggesting that single source bias is not an issue.  
 
4.4. Model Validation 
The proposed model was validated as consisting of four second-order factors and one first-order 
variable. That is, emotional experiences (surprise and immersion), cognitive experiences 
(product experience and outcome focus), SEVs (trust, satisfaction and value), and EBA 
(affection and passion/connection) were validated as second-order factors, while SRL was 
validated as first-order variable (see Figure 2). This conceptualisation provided a good fit: 
CMIN/DF (2.450), RMSEA (0.042), NFI (0.93), RFI (0.92), IFI (0.96), TLI (0.95) and CFI 
(0.96).  
 
5. Hypotheses Testing 
AMOS (18.0) was also used to model the structural relationships proposed. The results indicated 
that the empirical data fit well with our proposed model. This is because the fit measures met the 
conventional standards: CMIN/DF (2.87), RMSEA (0.055), NFI (0.91), RFI (0.90), IFI (0.94), 
TLI (0.93) and CFI (0.94). After that, we followed the work of Nyffenegger et al. (2015) in order 
to test for the differential effect of cognitive experiences, and emotional experiences on SEVs 
and EBA, based on the χ
2
 (Chi2) difference test. The χ
2
 value of the general (unrestricted) 
structural equation model was compared with the χ
2
 value of a special (restricted) model. In such 
a restricted model, the effect of, for example, cognitive experiences on SEVs and EBA, was 
forced to be equal. If the difference in χ
2
 is larger than 3.84 (based on one degree of freedom), 
the worsening of the goodness of fit (within the restricted model) is significant. To further 
explain these procedures, the authors hypothesised in (H1) that cognitive experiences will have a 
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more significant effect on SEVs than on EBA. In this case, we first ran an unrestricted model 
containing all the constructs and wrote down the χ
2 
value, then ran the model containing all the 
constructs but forcing the path coefficients between cognitive experiences and SEVs and that 
between cognitive experiences and EBA to be equal, and wrote down the χ
2
 value. The authors 
then compared the two χ
2
, and if the differences were significant, H1 would be accepted. 
Following these procedures, we found support only for H1, H2 and H4 (see Table 4).  
 
6. Discussion and Conclusion  
The analysis reveals four key findings. First, cognitive experiences manifested via outcome focus 
and product experience had a significantly higher effect on SEVs (β=0.597, p<0.001) than they 
had on EBA (β=0.285, p<0.05). The difference in χ
2
 values was 4.28, which is above the 
threshold of 3.85. Such a result suggests that although cognitive experiences affect both SEVs 
and EBA, their effect on SEVs is significantly higher compared to their effect on EBA. Second, 
emotional experiences manifested via immersion and surprise had a significantly higher impact 
on EBA (β=0.558, p<0.001), compared to that on SEVs (β=0.370, p<0.01). The difference in χ
2
 
values was 8.11, which is above the threshold of 3.85. This result also indicates that although 
emotional experiences affect both SEVs and EBA, their effect on EBA is significantly higher 
compared to that on SEVs. 
 
The above results provide support to the notion that when an attitude is formed mainly based on 
cognition, a customer-service provider’s relationship will be highly goal-oriented, which in turn 
leads customers to make a more conscious assessment and to judge their relationships with the 
service brand on the basis of cost-benefit analyses, and the benefits obtained from the delivery of 
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the core service. On the other hand, when an attitude is mainly formed on the basis of emotions, 
a customer-service provider’s relationship will be highly intensified, deeply experiential and 
largely driven by emotions, which in turn leads customers to invest deep and intense emotions in 
such a relationship and to build a dedicated relationship with the service brand. The results, 
however, do not suggest that some experiences are better than others, but rather, they suggest 
that experiences predict customers’ outcomes differently, which is also in line with previous 
literature. For example, Nyffenegger et al. (2015) found that partner quality had a slightly higher 
impact on cold brand relationship quality (i.e. satisfaction and trust) compared to hot brand 
relationship quality (commitment, passion and intimacy); while actual self-congruence had a 
higher effect on hot brand relationship quality compared to cold brand relationship quality. 
Similarly, Kim et al. (2012) found that extrinsic value dimensions (i.e. service excellence and 
customer return on investment) had a significant effect on customer satisfaction and brand 
preference. The authors also examined the effect of intrinsic value dimensions (i.e. playfulness 
and aesthetic appeal) on the same outcomes, and found that playfulness only influenced brand 
preference, whereas aesthetic appeal had an insignificant effect on both outcomes. Vish and 
Molenaar (2010) also found in a cinematic setting that cinematic immersion led to more intense 
emotions (i.e. fictional world emotion and artefact emotion), but did not influence cognitive 
genre categorisation.  
 
With regard to the third hypothesis, the analysis shows that although EBA had a higher effect on 
SRL (β=0.485 p<0.001), compared to the effect of SEVs (β=0.329, p<0.001), that effect was not 
significantly different, i.e. the difference in χ
2
 values= 2.60 < 3.85. This result indicates that 
despite the relatively higher effect of EBA on SRL, compared to that of SEVs, the difference was 
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insignificant. Such a result suggests that both customers’ cognitive and emotional outcomes are 
equally important in driving higher levels of SRL. In other words, achieving higher levels of 
SRL does not only require deep, frequent and intense emotions, but also requires higher levels of 
customer confidence in the quality and reliability of the service brand and that the focal brand 
and its utilitarian value exceed that of other alternatives. 
 
With regard to H4, the analysis reveals that the indirect effect of cognitive experiences on SRL 
via EBA and SEVs was (β=0.391 p<0.01), while the indirect effect of emotional experiences on 
SRL was (β=0.220 p<0.01). The difference in χ
2
 values was 10.14, which is above the threshold 
of 3.85. However, it is worth noting that when we tested the indirect effect of 
cognitive/emotional experiences on SRL, we found that the impact of SEVs on SRL became 
insignificant, while the impact between EBA and SRL remained significant. This indicates that 
SEVs and EBA fully mediate the relationship between cognitive experiences and SRL, but they 
partially mediate the relationship between emotional experiences and SRL. This supports the 
notion that emotional experiences have relatively higher power in predicting higher order 
intentions, compared to cognitive experiences. 
Theoretical Contributions 
The current research contributes to the literature in several ways. First, previous studies either 
examined the direct effect of CEQ on customer loyalty without taking into account the effect of 
other variables, which may mediate such a relationship; or assessed the effect of ECQ on 
cognitive customers’ responses and excluded other salient responses such as emotions; or 
focused exclusively on emotional customers’ responses and ignored cognitive ones. However, 
the current study provided deep insights into the nature of the relationship between CEQ-SRL 
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through integrating both cognitive and emotional responses into the relationship. Second, unlike 
previous research, which investigated customers’ cognitive and emotional outcomes associated 
with the consumption of the service within the service delivery context, the current study 
examined those outcomes developed toward the service brand. Third, the current study made a 
clear distinction between emotional and cognitive experiences and tested their differential effect 
on customers’ cognitive and emotional outcomes. Finally, the suggested model was tested across 
four unique service sectors, namely banks, hotels, grocery stores and restaurants in order to 
enhance the generalisability of the results. 
 
Managerial Implications 
The current research has a number of managerial implications.  First, managers need to take into 
account the emotional aspects as well as the cognitive aspects when designing, developing and 
delivering service experiences. The importance of having a deep understanding of the different 
elements that constitute service experience stems from the differential effect of such elements on 
consumers’ cognitive and emotional outcomes. The emotional outcomes make a substantial and 
significant contribution to the brand’s success alongside the meeting of cognitive outcomes. For 
example, there are accepted cognitive benefits such as the perception that the retailer or hotelier 
is reliable, efficient and sensitive to customer experience in the store or hotel. However, the 
emotional experience of shopping with a retailer such as John Lewis, or patronising a coffee shop 
like Starbucks makes a substantial contribution to the competitiveness of these brands, to their 
successful premium pricing strategy, and towards making the customers believe they are part of 
a John Lewis or Starbucks success story. This goes well beyond the mere delivery of service 
experience on a cognitive level. Both are needed to produce strong brand attachment. But the 
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emotional bond promotes a longer lasting and passionate emotional connection which goes 
beyond the benefits obtained from effectively delivering the service. 
 
Second, service managers need to monitor and measure the level of their customers’ trust, 
satisfaction, value, passion/connection and affection. Through data gathering and analysis 
managers can make informed decisions about changes which enhance customer experience.   
Therefore, the resources can be allocated to service experiences in response to the services that 
need improvement. For example, in banking it had previously been assumed that shorter time 
spent queuing to gain service in a bank was a key factor in satisfaction with banking services.  
Assumptions were based more on observation than data gathering. However, since banking has 
now more online and services can be self-service, there is considerably more data for analysis to 
show the demand and the popularity of services provided to customers. New services can be 
provided based on data gathering to meet actual behaviour and loyalty to a brand and brand 
attachment can be based on the innovativeness and personalisation of new services, as well as the 
reliability.    
 
Finally, the retention of existing customers as well as the quest for new customers demands that 
managers give attention to both cognitive and emotional benefits. This is particularly important 
in highly competitive environments where highly valued brands with substantial investment in 
emotional brand attachment can take risks and invest in innovative new services. The emotional 
value of the brand is significant in this situation and creates a stronger bond with customers than 
the high level of service delivery.  For example, the emotional values associated with a brand 
like Wagamama are as essential as the service experience. The values of “self-indulgent”, “self-
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centred” and “selfish”, are important for customers who identify with this popular brand, in 
addition to the quirky style of food delivery, the shared eating experience and the low priced 
menu.  
 
7. Limitations and Directions for Future Research 
The authors acknowledge that the study has a number of limitations. First, the current study 
adopted a cross-sectional design to collect the required data for testing the hypothesised 
relationships. Such a design, however, provides a snapshot of the investigated concepts at one 
particular time; therefore, future research is strongly encouraged to replicate the current study in 
other countries and service sectors to provide more concrete evidence on the role of service 
experiences in influencing SEVs and EBA variables. Second, the current study examined two 
cognitive and two emotional service experiences. Future research could examine the combined 
and the differential effect of other cognitive and emotional experiences such as peace of mind, 
moment of truth, participation and fun on SEVs and EBA variables. Third, it was beyond the 
current study to test the moderating effect of certain variables (e.g. first-time visitors vs. repeat 
visitors; the nature of the sector) on the hypothesised relationships. Therefore, future studies 
could examine this area as such issues may provide deeper insights into the role of cognitive and 
emotional elements in a customer-service provider's relationship. 
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Table1: Demographic Characteristics of the Sample 
Demographic Variables No. of Respondents                Percent  
Gender                                       
 
Male 
Female 
315 
291 
52.0 
48.0 
Age 26-35 
36-45 
46-55 
  55+ 
136 
175 
157 
138 
22.5 
28.7 
25.9  
22.8  
Career Retailing 
Engineering 
Public Service 
Hospitality and Tourism 
Education Field    
IT Computing  
Finance and Banking 
Media or the Arts  
Health Social care  
 Other 
49 
53 
66 
22 
98 
37 
38 
49 
30 
164 
7.9  
8.7 
11.0 
3.7 
16.2 
6.1 
6.2 
7.4 
5.0 
27.3  
  
Income 
 
<£25000 
£25000-£35.000 
£35.001-£45.000 
£45.001-£55.000 
≥£55.000 
256 
133 
79 
58 
80 
42.3  
22.0 
12.9 
9.6 
13.2 
Level of Education High school 
College 
Master's 
Doctorate  
108 
300 
154 
44 
17.8 
49.5 
25.5 
7.2 
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Table 2: Cronbach alpha, Regression Weights, AVE 
Variable Items 
Mean 
(SD) 
Regression 
Weights 
Cronbach 
Alpha 
AVE 
Immersion 
When I visit XYZ I escape completely from reality 3.42 
(0.74) 
.797 
0.906 0.707 
Visiting XYZ helps me get away from stress of daily life .863 
When I visit XYZ I forget that time is passing .837 
I become so involved in the process/facilities when I visit XYZ that Iforgot 
everything else 
.865 
Switching Resistance 
Loyalty 
I stick to XYZ as my only choice to patronize 3.31 
(0.91) 
.790 
0.842 0.639 During my travel I patronize XYZ whenever possible .792 
I am not susceptible to being wooed away from XYZ .816 
Trust 
I trust XYZ 4.04 
(0.72) 
.875 
0.903 0.701 
I rely on  XYZ  .685 
XYZ is an honest brand .917 
XYZ is safe .854 
Value 
What I get from XYZ is worth the costs 3.91 
(0.76) 
.830 
0.904 0.701 
All things considered (price, time, and effort), XYZ is a good buy in the 
(category) 
.795 
Compared with other (category) brands, XYZ is good value for money .864 
When I use XYZ, I feel I am getting my money’s worth .858 
Satisfaction 
I am consistently satisfied with my decision to use XYZ 3.85 
(0.91) 
.889 
0.912 0.775 I am completely satisfied with XYZ .897 
XYZ offers exactly what I expect .852 
Affection 
Affectionate 3.14 
(0.75) 
.872 
0.885 0.660 
Loved .911 
Peaceful .778 
Friendly .668 
PASSION/CONNECTION 
Passionate 2.97 
(0.92) 
.872 
0.948 0.754 
Delighted .861 
Captivated .878 
Connected .827 
Bonded .895 
Attached .875 
Outcome Focused 
Staying with XYZ makes the process much easier. 3.95 
(0.75) 
.744 
0.874 0.636 
XYZ gives me what I need swiftly. .835 
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I prefer XYZ over an alternative provider. .872 
The people at XYZ can relate to my situation .730 
Product Experience 
I can compare different offers from XYZ to make certain I get the best offer 3.63 
(0.87) 
.783 
0.864 0.679 I hardly have to visit other XXX because I get all that I need from XYZ .845 
XYZ offers different options to choose from .843 
Surprise 
The experience offered by XYZ surpassed all my expectations 3.50 
(0.81) 
.844 
0.852 0.591 
The décor of XYZ is surprisingly attractive                                                        .769 
The service offered by XYZ left me dumbfounded .751 
XYZ offers some sparkling moments .704 
 
 
 
 
 
 
 
 
 
 
 
Table 4: Hypotheses Testing 
Hypotheses: Antecedents of SEVs and EBA' Variables Standardized 
Regression of the 1
st
 
half of the hypothesis 
Sig. 
Level 
Standardized 
Regression of the 2
nd
  
half of the hypothesis 
Sig. 
Level 
(∆χ
2
) based 
on one degree 
of freedom 
Acceptance/ 
Rejection 
H1: Cognitive experiences manifested itself via product experience and 
outcome focus will have a more significant effect on SEVs than they will 
have on EBA 
0.595 0.001 0.285 0.05 4.28>3.85 Accepted 
H2: emotional experiences manifested itself via immersion and surprise 
will have more significant effect on EBA than they will have SEVs 
0.558 0.001 0.370 0.01 8.11>3.85 Accepted 
Consequences of  SEVs and EBA Variables  
H3: Compared to SEVs, EBA will have a more significant effect on 
switching resistance loyalty 
0.485 0.001 0.329 0.001 2.6<3.85 Rejected 
Mediation Effect of SEVs and EBA Variables 
H4: The mediation effect of SEVs and EBA will be significantly higher 
on the relationship between cognitive experiences and SRL compared to 
that between emotional experiences and SRL 
0.391 0.01 0.220 0.01 10.14>3.85 Accepted 
Table 3: Discriminate Validity 
Cronbach Alpha AVE SEVs COGNITIVE EMOTIONAL LOYALTY EBA 
SEVs 0.899 0.749 0.865         
Cognitive Experiences (CE) 0.772 0.675 0.639 0.821       
Emotional Experiences (EE) 0.939 0.908 0.611 0.396 0.952     
Switching Resistance Loyalty (SRL) 0.842 0.639 0.583 0.537 0.483 0.799   
EBA 0.941 0.912 0.588 0.504 0.703 0.646 0.951 
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Figure 1: The Study's Model 
 
 
 
 
 
  
 
 
 
 
 
 
  
 
 
 
 
Cognitive EQ 
• Product Experience 
• Outcome Focus 
 
Social Exchange Variables 
• Trust 
• Satisfaction 
• Perceived Value 
Emotional Brand Attachment 
• Passion 
• Affection 
• Connection 
Switching Resistance Loyalty 
Emotional EQ 
• Immersion 
• Surprise 
 
= Stronger Effect 
 
                       = Weaker Effect 
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Figure 2: Model Validation 
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